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Executive Summary 
 
This paper presents the findings of an indepth study into the effects and success of marketing 
segmentation, target marketing and fundraising.  Organisations are constantly seeking new ways and 
more efficient means to raise funds so that they can fulfill their objectives.  These organisations review 
and evaluate their resources to gain competitive advantage and increased fundraising success.  
Reliable indicators for fundraising success are vital, particularly for the survival of many organisations, 
which rely on funds raised from sources other than government sources. 
 
Both primary and secondary research were used.   Published literature on marketing principles, 
particularly addressing market segmentation and target marketing was analysed.  Literature 
concerning non for profits was also sourced, as was literature on fundraising principles and techniques 
particularly concerning the organisation’s constituency and prospects.  All of the literature was 
analysed for its pertinence to this study and the main theories and principles were highlighted and 
tested in a survey of professional fundraisers.  A number of colleagues in the Fundraising profession 
were sourced for their valuable experience over many years, in many circumstances, and in many 
successful endeavours.  A survey was prepared and circulated to 39 individuals who were either paid 
fundraisers or fundraising consultants.  The response rate of 54% exceeds accepted practice for 
useful research. 
 
The findings show that most fundraisers appear to understand the concept of segmentation, target 
marketing and its affect on successful fundraising.  The need for the various types of market research 
is acknowledged but many fundraisers perceive that their organisations are very limited in their 
resources to conduct and use appropriate market research, whilst just as many fundraisers comment 
that there are no limitations.  Fundraisers who see no limitations see others using these limitations as 
an excuse. 
 
They acknowledge and use various types of segmentation, not only geographical, demographical and 
psychographical. Another category, entitled ‘relational’ has been identified as well ‘relationship to 
organisation’ and  ‘communication preferences’.  Fundraisers combine the information from these 
types of segmentation and use it with various fundraising products.  There is an understanding of 
matching segments with products for successful fundraising.  Segmentation is vital to successful 
fundraising and development strategy but organisations’ resources cannot keep pace with and 
respond to changes, which are required, according to donors’ requests and market trends.  In any 
case, there is limited published research on fundraising market trends in Australia. 
 
Fundraisers could identify the consequences of their segmentation in relation to contact with the donor 
and their reasons for such communication.  Most use mail, telephone, personal visits and increasingly, 
email.  They need to strategically use all these means of communication to understand their donors.  
There appears to be continual learning and improvement on communication and organisation of 
fundraising techniques and campaigns.  However, even though fundraisers are aware of all this 
information, often their organisations, through lack of tools and/or staff, are unable to respond 
accordingly. 
 
All fundraisers in this research are aware of the ‘relationship’ with the donor, the need to engender 
donor loyalty, the need for strategic direction and that there are basic fundraising principles underlying 
these concepts.  The techniques of employing these concepts are learned, implemented and updated.  
Since 82% of respondents had sought tertiary study, it is considered that fundraisers appreciate the 
need for continual learning and application of fundraising principles and techniques.  It is 
recommended that such evidence of fundraising success using market segmentation and target 
marketing be identified, and be publicly available.  This study provides evidence that market 
segmentation and target marketing are critical to fundraising success. 
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Introduction 
 
In Australia, fundraising in the contemporary environment is a challenge to many organisations.  Most 
have relied on government funding in the past, and there are indications that this type of funding is 
reducing.  Some organisations have arisen because of a need promoted by an enthusiastic small 
group of volunteers.  Today, these organisations often flounder in their quest to provide services to the 
community, because of their lack of market knowledge and the use of segmentation strategies to 
determine sources of successful fundraising.  Organisations struggle due to their lack of resources 
and expertise.  Because of the increasing number of organisations in the community, and the ability of 
the more well-known ones to attract funding and volunteers, it is increasingly difficult for many 
organisations to achieve their goals.  These difficulties indicate an urgent need to strategically tap in to 
the best sources of fundraising. 
 
Marketing theory is acknowledged as having close links with strategic fundraising. Most lucrative 
markets (or groups of supporters) need to be identified and targeted appropriately to gain best results.  
Information systems can be used to analyse consumer behaviour issues, leadership/management 
issues, organisational decision making and services marketing.   
 
“Strategic marketing and fundraising find their common ground with the focus on promotion and place” 
quotes Brian O’Keefe (‘Identity Crisis: finding the right alternative’, Fundraising Australia March 2000).  
However, not many fundraising organisations recognise this factor.  O’Keefe further suggests, ”Where 
commercial marketing focuses on the four Ps (Product, Price, Promotion and Place) strategic 
fundraising focuses on broader issues: Cause, Credibility and Constituency”.   This adds complexity 
for many organisations in their fundraising endeavours, as they try to do their best with minimum 
knowledge and ability. 
 
The task of this research paper is to present a simple way to address segmentation issues. 
 
Organisations have traditionally used observation and analysis of their own appeals to identify or 
categorise their donors, define groups by demographics or interest, according to dollar amounts given 
and when.  No hard evidence has been gained to guide organisations, only that learned from 
experience in the profession.  In order to use the most cost-effective means of fundraising 
expenditure, it is necessary to determine who are the most likely people to provide donations, and the 
best method of obtaining that donation resulting in short and long term allegiance.  
 
Effective fundraising requires specific donor analysis based on market segmentation and donor giving 
patterns.  This study involves the examination of marketing principles, particularly market 
segmentation and target marketing, and then the application of these principles to effective 
fundraising.  The aim is to investigate ‘if market segmentation is critical to fundraising success’.  The 
longterm outcome will be the recommendation for organisations to increase their fundraising efforts, 
with the best use of their resources, using a theory/model of effective segmentation.  This model will 
be used for the Cerebral Palsy League of Queensland and can be applicable to other organisations. 
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Methodology 
 
The research for this paper incorporates a search of existing literature and reports on the practice of 
fundraising, for example, donor behaviour and interviews with fundraising professions.  Most helpful 
research has been published overseas, frequently in USA and UK.  However in these counties there is 
a significant cultural practice of philanthropy.  This research can give an excellent background and 
links to established theories (Kotler, Rosso, Greenfield) and gives clues to links in the Australian 
context.  Of particular benefit is the literature on segmentation and the work of Dr Judith Nichols.   
 
Present Australian-based research is limited, however studies, which have been conducted, have 
been perused for authenticity, validity and usefulness.  No relevant research has been identified, 
therefore, it is deemed necessary to conduct further research.  In Australia, information regarding 
trends is contained in reports, newsletters and journal articles.  The type of research required is 
unique in Australia.  Due to the lack of published research of academic standard, the research design 
was as follows (Aaker et, al 2001 p. 71): 
 
Research purpose: 
To investigate market segmentation theory and its impact on effective fundraising. 
 
Research objective (Hypothesis): 
To establish that market segmentation is critical to fundraising success 
 
Value of research: 
To a profession with no local research and in a competitive non for profit environment, this research 
should be of extreme value to those looking for increased fundraising success. 
 
Choice of data collection method: 
A search of secondary and standardised data was made, however, in anticipation of the absence of 
any useful Australian research, primary research was conducted.  The best source of this information 
is from professional fundraisers who have experience in the field.  A combination of qualitative and 
quantitative data was useful, tracking trends from information obtained from the professionals. 
 
A simple and not too time-consuming survey form was designed so as to capture the valuable 
comments and explanations needed.  The survey was easy to fill in but also gave room for extra 
comments, suggestions, conclusions that these professionals would have to offer.  An agreement to 
obtain further information if required was suggested. 
 
Research tactics: 
The researcher has current and historical knowledge of the sector, a quality database of fundraising 
professions and carries credibility in the profession as the President of the Queensland branch of the 
Fundraising Institute and is in the fourth year of Directorship. 
 
The fundraising sector consists of professionals who are keen to improve the techniques of their 
success and consequently, many are keen to participate in an exercise that will ultimately benefit their 
work in the community.  There is a willingness to learn and participate as well as an identified need for 
academic research.  It was anticipated that there would be some respondents who would provide 
detailed information and be willing to give more.  This is an example of how fundraising professionals 
support each other and are motivated to improve fundraising expertise.   
 
The sample 
Interviews were conducted with selected fundraising professionals from around Australia, to ascertain 
their experience, application and usage of fundraising and marketing theory. 
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The sample represents 2% of the entire membership of Fundraising Institute of Australia and 14% of 
the entire senior membership (category of Fellow).  Participants included current State Presidents of 
the Fundraising Institute of Australia, past Presidents and leading consultants.  The researcher had 
easy access to these people who were willing to give their views on their understanding of donors.  
Questions were based on these peoples’ current understanding of segmentation, their perception of 
the importance of segmentation and their understanding of communication methods appropriate for 
each segment. 
 
The sample is one of nonprobabililty as Sudman  (p. 361) refers to samples which “do not use random 
selection”.  This sample relied on the judgement of the writer (who has had a number of years of 
fundraising experience) to produce a representative sample of the population.  A sample of forty 
possible respondents was identified around Australia and New Zealand, however it was anticipated 
that some would be difficult to contact.  The response rate of 30% is deemed acceptable to gain a 
good coverage of the profession.  Aaker et al actually refers to the more likelihood of 20% for a mailed 
survey. 
 
A questionnaire was developed and piloted to ensure ease of use as well as the ability to capture 
valuable information.  As acknowledged by Aaker (p. 301), “the major purpose of the pretest is to 
uncover any remaining problems in the questionnaire … and also used to time the interview”.  
Consequently, refinement of the questionnaire was achieved.  It was circulated to prospects via email 
and handed out in person where the opportunity presented itself.  Timing allowed for the attendance at 
a Conference for fundraising professionals where further motivation to complete the questionnaire to 
be conveyed, as well as further prospects who were not available on email.  Two reminders were sent, 
encouraging a quick reply and conveying the need for accurate and useful information for the 
profession.  The questionnaire was chosen in the first instance, due to the lack of time and opportunity 
of personally speaking with all these professionals.  Prior research has proven that professionals 
respond well and quickly using the email system, however, giving the opportunity to print off the 
questionnaire and fax back is also advantageous to time-pressured respondents.   
 
Considering the geography of Australia and New Zealand from where professionals were drawn email 
was the easiest way to contact and enlist support for the project.  Therefore it was easy for 
respondents to be involved and respond.  Email is also the preferred means of initial communication in 
the profession because of its speed and accuracy. The research approach was planned to achieve a 
high response rate at a low cost per completed interview.  Whilst Sudman & Blair discuss the various 
costs of methods of survey administration (p. 165), email administration has not been included in the 
comparison.  Email would be the lowest cost of all methods. 
 
Questionnaire design 
The wording of questions was vital so as not to isolate any part of the fundraising profession, for 
example education or arts, as opposed to welfare.  Questions needed to have the ability to attract 
objective answers with further room for comments or opinions. 
 
The layout of the questionnaire was easy to fill out, of no more than four pages in length and included 
questions that would give a profile of the professional citing length of fundraising experience, tertiary 
qualifications (if any) and professional working background.  A small selection of open response 
questions (questions without response categories) was included but with limited space on the form as 
not to encourage extreme amounts of information.  Sudman & Blair recognise that these types of 
questions “can provide rich information” (p. 289) but do not advise using them in a mail survey.  It was 
anticipated, however, that the particular respondents will reply adequately and so questions such as 
“Nominate three main principles or guiding theories that you use to guide your fundraising” and “What 
does market segmentation and target marketing mean to you?” were used.  Sudman & Blair (p. 289) 
also encourage an open question at the survey conclusion to request any additional information that 
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the respondent may wish to pass on.  This was been the chosen method of closure on the survey as, 
“Please add any further comments you think may be helpful for this survey”. 
 
A selection of closed-ended questions was included, however allowing room for further explanations 
(in fact encouraging it).  This option allowed for choices on behalf of the respondent who may have 
more time to fill in answers than others with less time.    Both these types of questions combined to 
ensure variety for the respondent.  Aaker et al (p. 314) suggest that “one virtually can guarantee 
meaningless responses by asking directly” sensitive questions.  There were minimal sensitive 
questions.  Asking for respondents to share evidence is seen as the only sensitive question other than 
those questions about the respondents themselves and their education and professional working 
background. 
 
Whilst ‘mailing’ surveys do have problems associated with them – ‘emailing’ appears to overcome 
many of these problems, for example, time flexibility, return speed and cost.  However, there is no 
control over the fact that respondents may ask others for assistance in completing the answers.  In 
fact Aaker et al recognises that “Self-administered procedures provide more time for thought, for 
checking records, and for consulting with other family members” (p. 226).  Generally mail surveys do 
not allow for more probing of answers, however, the wording of the survey will give ample opportunity 
for more indepth answers.  Personal surveys in the first instance were not considered because of the 
time factor and also in this type of survey, it is necessary to allow the respondent to carefully think of 
their answers and respond accordingly, rather than responding with answers they believe the 
researcher is seeking.  So as not to reveal the research objectives, the name of the survey was 
changed from ‘An investigation of market segmentation theory and its impact on effective fundraising’ 
to ‘Survey on effective market strategy’.  An accompanying explanation of the reason the researcher is 
requesting their response is included which would provide motivation and encouragement to be 
involved. 
 
A number of issues regarding question layout and design reflect the thinking of Aaker et al (p. 316 f), 
aiming to make the “physical layout of the questionnaire …interesting and easy to administer”. 
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Literature review  
 
Marketing Segmentation 
 
Marketing theory recognises that successful strategic marketing involves careful segmentation of 
target audiences.  Many texts explain the value of segmentation, its reasons and the vital need for its 
successful implementation using selective media.  Seglin (1990) describes a target market as “that 
segment (or segments) of the market to which an organisation has chosen to direct its primary 
marketing efforts.  Organisations generally identify their target markets as those which will have the 
largest potential or opportunity for successful marketing of products or services”.  Seglin continues and 
advises marketers and fundraisers “Target markets must be identified and chosen before an 
organisation can effectively establish its marketing goals”.  The author refers to this practice as 
elementary before other marketing planning can proceed. 
 
Kotler et al (1994, p. 124) says, “There is no single way to segment a market.  A marketer has to try 
different segmentation variables, alone and in combination, to find the best way to view the market 
structure.”  A flowchart depicting this process can be shown as dividing a market into direct groups of 
buyers whom might require separate products or marketing mixes: 
 
 
 
 
 
 
→ 
 
 
  
 →  ↑  →       ↑ 
 
“The major variables that might be used in segmenting consumer markets are geographical, 
demographic, psychographic and behavioural” (Kotler et al, 1994).  Demographics is one way to 
segment the market.  Within this group, sections which could be included are age, sex or gender, 
race, ethnicity or nationality, family size, family life cycle (marital status, with our without numbers of 
children), income, occupation, education, religion, social class.  “Marketers rely on these 
demographics characteristics because they are often closely linked to customers’ needs and 
purchasing behaviour and can be readily measured”. (Pride & Ferrell, p. 233)  This is vital when 
considering fundraising success also. 
 
Consumer needs and wants change with age.  Some companies use age and life-cycle segmentation, 
offering different products or using different marketing approaches for different age and life-cycle 
segments.  “People of the same age may have diverse product needs because they are in different 
stages of the family life cycle.” (Pride & Ferrell, 1995, p. 236).  These facts and influences must be 
taken into account for fundraising to be effective.  
 
The consumer’s demographic characteristics are important in developing marketing strategies since 
they provide guidelines for identifying prospective users and for selecting media.  It is important to 
track changes in demographic characteristics that may have an impact on marketing strategies such 
as: 
 
1. Identify basis 
for 
segmenting 
the market 
2. Develop 
profiles of 
resulting 
segments 
 
 
 
  
3. Develop 
measures of 
segment 
attractivenes
s 
4. Select the 
target 
segment(s) 
    
5. Develop positioning 
for each target 
segment 
6. Develop marketing 
mix for each target 
segment 
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• Increases in the proportion of working women 
• The increasing purchasing potential of (1) the baby boom generation (25-39 year olds), (2) the 65 
and over segment, and (3) the youth market 
• Changes in family composition such as increases in the divorce rate, decreases in family size and 
increases in single-member households as well as single parents 
• City versus regional population trends 
• Increasing global mobility 
 
Because of these changes, roles continue to change in purchasing and consumption roles within the 
family, less time for shopping and more choices of how to shop, increases and decreases in brand 
loyalty, greater variety and patronage of fast food establishments. 
 
“Demographics can also help guide the establishment of targets for new products and set the tone of 
advertising based on the identification of the target group.” (Assael, 1987, p. 231)  Whilst a new 
fundraising product is rare in Australia, the theory is the same for older products or organisations 
taking on products in a new way. 
 
Marketing journals refer to this theory giving warnings and citing examples.  In the June/July 2000 
edition of ‘Professional Marketing’, James refers to market research as follows (p. 25): “Research 
techniques such as choice modelling allow us to profile markets in ways that offer the opportunity to 
tailor our marketing to suit these preference segments.  Of course it still requires us to be able to link 
such segments to other identifiable characteristics but it does offer some real marketing advantage.  
The research required is often difficult and requires intensive work, but the rewards can be substantial 
and significantly increase marketing effectiveness”. 
 
And again, “Forming segments based on market research about buying behaviour will depend on 
behavioural differences that discriminate between different groups and which the marketer can use in 
some way”.  Harris (2000, p. 17) relates targeting young professional women through an internet 
portal called ‘She said’ through www.Beautyspot.com which currently has a database of 5500 names 
and aiming for 10000 names, catering to the interests of 25-35 year old professional women.  This 
example of how to target particular segments of the population is invaluable for effective fundraising. 
 
Specialist literature on demographic segmentation in fundraising provides further insight into market 
segmentation and consumer behaviour.  Dr Judith Nichols in her book ‘Changing Demographics: Fund 
Raising in the 1990s’ raises the question of “Who will be the donors of the future and how will we 
access them?”(p. 7).  Whilst this is a US publication, and recognises primarily a different situation to 
Australia, it is recognised that the competition for various organisations is no longer local and that the 
agency is positioned against statewide, national and even international concerns.  There is a need to 
seek out the committed donor who is capable of giving and interested in the long term stability of our 
organisations.  This type of segmentation has been entitled, ‘relational’ in this paper and involves the 
donor’s giving history and patterns according to recorded statistics and information on the database. 
 
There have been massive population changes characteristic of their behavioural differences in the 
1990s and continuing into the 2000s.  As the competition increases, because of scarce resources, 
organisations need to be aware of a more detailed profile of the ‘giving sector’ and particularly who are 
their best prospects and how to find them – and keep them.  An inadequate expense budget which 
postpones purchases for tools (software, computers, printers) to assist this situation often prevents the 
job being done more efficiently and effectively. 
 
Nichols recognises the dual need for fundraisers: short-term need which cultivates and solicits current 
prospects for maximum gift-giving and long-term to prepare for the future by being alert to 
opportunities to expand and upgrade the donor base.  Hence renewal and prospecting must be done 
concurrently.  To achieve this successfully requires an increased understanding of who our current 
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donors are as well as identifying who our prospects are likely to be.  As in other texts, Nichols 
discusses various means of segmentation for targeted marketing and says that “ to effectively build an 
expanded and upgraded donor base, fund raisers need to …. combine … geographic, demographic 
and psychographic consumer attributes – to impact consumer behaviour” (p. 8). 
 
• Geographic 
Regional cultural/economic 
Census geography 
Non-census geography 
 
• Demographic 
Age, sex, race 
Education, occupation, income 
Household characteristics 
Residence 
Life cycle 
 
• Psychographic 
Social values and beliefs 
Attitudes, interests, opinions 
Lifestyles 
Benefits 
 
Nichols also recognises some underlying demographic truths which are primarily distinctive to the US 
but most are relevant in Australia (p. 9,10).  The more people born in the same year, results in more 
competition for resources and recognition (baby boomers).  Some people have more children than 
other people and therefore will be overrepresented in future populations, for example, minority 
Hispanic Americans will be one third of the under eighteen US population.  Some people live longer 
than other people.  In Australia this is recognised as the ‘ageing population’ where people are living 
longer and will consist of an increasing percentage of the general population.  Changing birth patterns 
have been affected by women coming into the workforce.  This has been described as “the single 
most significant societal trend of the twentieth century”.  Women are having less children than 
previous generations and having them later in their lives. 
 
These major societal trends will significantly affect not only the giving patterns from individuals, 
dramatically altering who gives the major gifts and where the potential is for expanded annual giving, 
but also the support of the corporations these individuals lead and the foundations they control. 
 
‘Targeted Fund Raising Defining and Refining your Development Strategy’ is the second useful text by 
Nichols.  It is recognised that “Knowing who is likely to give to your organisation and what they expect 
from their generosity is the key to meaningful giving in the years ahead”.   Knowing whether prospects 
have money and also knowing how they feel about spending it can influence the fundraiser’s strategy. 
Understanding how values and means of living was radically different for people who lived during the 
Great Depression and how that influences their giving, is useful for the fundraiser forming strategies.  
“Not surprisingly, most people form their core values with regard to how they relate to money during 
the influential years when they first start working” (p. 19).  These factors relate to demographic and 
psychographic segmentation. 
 
Hence, it is imperative to understand the various groups of populations in Australia today, what they 
see as their core needs and values as well as how they react to various giving stimulants and 
recognition factors will pave the way for more successful fundraising. 
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Nichols then states three basic ways to get started on this track involving how we understand what we 
are ‘selling’ (p. 22).  In effect, Nichols refers to product segmentation: 
 
• addressing the donor’s core needs, for example, home, education, health and fitness, leisure time, 
finances, concern for the environment 
• packaging the actual programs offered, for example, satisfaction from assisting with short term 
solutions or contributing to long term solutions, and 
• backing up with warranties and guarantees, for example, providing the individual with credible 
guarantees of the worthiness of the services the organisation offers such as financial reports, 
testimonials, recognition in the community. 
 
Nichols concludes this section with a startling statement, “To more effectively raise money, your staff, 
board and volunteers must be able to describe your organisation on all three levels convincingly.  This 
is the “story” you tell in person, on the phone, and in direct mail”.  This story must be consistent 
through other mediums also, for example, email, media stories and clients’ experiences. 
 
In her latest book ‘Growing from Good to Great Positioning your fund-raising efforts for BIG gains’ on 
this subject, Nichols criticises many not-for-profits as “actually spending too much given the results 
they achieve in their fund raising” (p. 2).  The author further recognises that, “To raise money 
effectively and efficiently you must: 
• know who your current donors are; 
• know who your best prospects might be; 
• know how to evaluate the potential for fund raising from various development strategies and 
choose your priorities accordingly; 
• know how to ask for money; 
• know how much money to ask for 
To grow from good to great, you need to address each of these five truths in the unique way that best 
fits your organisation.” 
 
Of course, ‘knowing’ these things takes an understanding of marketing principles as outlined 
previously and then knowing how to apply them makes for the successful fundraising organisation.  
Target marketing and segmentation are all involved here, and particularly relational segmentation. 
 
Nichols goes on to recognise the need for changing tactics for fundraisers.  “To thrive, not just survive, 
you need to understand the changing populations paradigms.  And, you must be prepared to act on 
those changes”.  Past successes no longer count, in fact your successful past can block your vision of 
the future.  “When we look at our own profession, too many fundraisers are sill working under the old 
rules: assuming an unlimited pool of donors to be acquired, treating everyone as if they share 
common “generational anchors”, and clinging to methodologies that today’s savvy consumers are 
rejecting.  This is echoed in the failure or inability of many organisations to update their fundraising 
programs and strategies in a changing world.  Professional fundraisers in their stagnant thinking may 
also inhibit this.  Finally, Nichols concludes, “Because the who and the how have changed, fund 
raising must change as well” (p. 7).  It is emphasised that moving into the 2000s results in a need to 
segment not only prospect audiences, but also fundraising methodologies and fulfilment options.  “The 
key to the future is delivering the information and accepting gift fulfillment in whatever format your 
donor prefers (p. 22).  
 
The following is just one marketing matrix for methodologies and fulfillment that outlines the 
differences in the segments of today’s audiences, recognising the vast changes in technologies (p. 
24). 
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Audience  Fund-Raising Methodology  Fulfillment Option 
 
Mature Donors Face-to-face,    Checks or one-time 
(50 years and older) Direct Mail    gifts of assets made during 
        lifetime via planned giving, 
        as well as bequests  
 
Mid-Aged Donors Face-to-face,    Pledges over time and one- 
(30 to 50 years) Telephone    time gifts via credit cards; 
        major gifts via bequest only 
 
Younger Donors Computer network   Continuous gifts via 
(18 to 30 years)      electronic fund transfer and 
        bank draft; use of debit cards 
        rather than credit cards; little 
        hope of major gifts. 
 
These texts give substantial insight for fundraisers, linking the marketing truths of segmentation and 
the practicalities of recognising a changing world and working new strategies within it. 
 
Non profits literature, reports and Institutes provided the following information for this research project.  
 
The Australian Bureau of Statistics  provides a great deal of statistics, recognising that households, 
groups and individuals can be divided (segmented) into various types.  Definitions of various groups 
are carefully given. It is difficult to isolate statistics on non for profits even though selected community 
service information can be gained.  Lyons (1999) has contributed an article recognising the impact and 
value of non-profits on society. 
 
Philanthropy Australia is a national association which represents Australia's grantmaking Private, 
Family, Corporate and Community Trusts and Foundations and has enlarged its Resource Centre. 
Whilst there are many publications (manly overseas) referred to, no specific research on market 
segmentation is available. 
 
A great deal of information can be obtain from international websites including 
www.independentsector.org regarding volunteering and giving in the United States. 
 
Various segments have been identified and researched but are of reduced value on the Australian 
scene. 
 
An international study, 'The Johns Hopkins Comparative Nonprofit Sector Project' acknowledges the 
need for more detailed research than its own study is conducting but cites that in Australia Public 
Sector (31.1%), private giving (6.4%) and fees, charges (62.5%) combine to make up he share of 
revenue from nonprofits (excluding volunteer input).  How to increase private giving and public sector 
revenue is not explored. 
 
The Program on Nonprofit Corporations, based at Queensland University of Technology, has 
produced a number of papers regarding the third sector.  Whilst there are published papers regarding 
fundraising surveys, there appears to have been no relevant and recent analysis conducted.  At a 
seminar on fundraising and nonprofits Professor Mark Lyons (2000) addressed the need for more 
research in the third sector, but did not give significance to the need for more fundraising research.  Dr 
Jennifer Radbourne (2000) however acknowledged key issues in her paper. “An understanding of 
marketing theory through consumer behaviour, market segmentation, marketing management, product 
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development, relationship marketing, services marketing, promotional strategies and communication 
provides support for donor acquisition and reinvolvement strategies and plans” (p. 108). The paper 
endorsed the need for measurement of inputs as well as outputs as performance indicators for 
effective fundraising in nonprofit organisations. 
 
Fundraising literature is critical in the field.  Though limited, the following provides important input for 
this research. 
 
Traditionally, in Australia, the annual 'O'Keefe Giving Trends' reports are published on the Internet but 
do not refer to specific research on giving trends of market age-segments or communication behaviour 
of those segments.  However in the 1999 report statements such as "women 55+ will represent the 
most responsive and most generous age segment" and "men under 25 are least likely to contribute to 
any cause or organisation" with no tables or results to substantiate such claims.  O'Keefe (2000) 
comments that, "Fundraising today demands vision and innovation – and the skills and resources to 
implement well-targeted, market-responsive strategies. The increasingly sophisticated mood of the 
donor environment, coupled with the changing dynamics of the corporate/not-for-profit relationship, 
demands increasing professionalism and accountability on the part of fundraising practitioners".  Also, 
the 2000 report says, "One of the key findings of this study is that organisations involved in gift-
seeking are increasingly preoccupied with concerns about shifting demographics. The perception that 
older, more stable donor support bases will soon give way to younger, unknown donor markets is 
creating significant unease within the sector." 
 
This research project recognises that all existing lucrative segments need not be discarded, but 
recognised along with emerging segments. 
 
Judith Nichols, author of many fundraising books, discusses segmentation and target marketing in 
detail but is speaking from experience in the USA.  ‘Growing from Good to Great’ discusses changing 
paradigms and how different segments of the market need to be addressed in different ways with 
differing fundraising strategies.  ‘Changing Demographics: Fund Raising in the 1990’s’ is more specific 
about how to target specific segments and how those segments are responding to strategies.  
‘Targeted Fund Raising’ discusses defining and refining the development strategy.  Because these 
books have details on the theory of successful fundraising through segmentation peculiar to the 
fundraising scene in USA, they are the most valuable source as there are no Australian texts at all.  
 
The Givewell organisation and website also has Charity Research.  However, there does not appear 
to be research conducted to ascertain segmented donor consumer behaviour. 
 
Peter Dalton in his book ‘The Key to Fundraising Success’ discusses initial segments as “captive 
community”, for example, school parents, “closed community”, a membership group of an association, 
and “community-wide” which means “anyone can become a member or supporter of a group … with 
little or no qualification required” (p. 42). 
 
Educational institutions appear to have ‘an easier’ time defining their constituency and target markets. 
However, Michael Thornton (1992) warns “The first thing we must realise, however, is the extent of 
our constituency.”  and “ A school which looks only at its current parents may as well shut up shop at 
the outset”.  He lists the variety of market segments citing 31 constituencies (p. 104).  
 
More traditional fundraising texts recognise market segmentation and target marketing but do not refer 
to these terms.  The words donors and prospects are used and discussed in the same context, 
however, just as ‘relational’ segmentation is referred to but not identified as a distinct type of 
segmentation. 
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Seymour (1966) wrote before the use of computers and refers to card systems for prospects and 
donors.  He comments, “The giving constituency should have been identified and rated for interest and 
giving ability” and the “prospect listing is of he utmost importance”.  Recognising that technology had 
started to impact fundraising practices substantially (thus allowing for more definite and detailed 
segmentation) he comments “the techniques and equipment have changed so much, and are still 
changing with bewildering rapidity” (p. 62).  
 
Mixer (1993) refers to markets as “different sources of funds” (p. 138) and discusses the concept of 
segmentation in a very limited way.  Rosso (1991) likewise refers to markets as “philanthropic funds 
origination” or “gift sources” (p. 25) and recognises the potential for support “among specific 
subsectors of each market” (demographics and psychographics).    In grouping these subsectors, 
Rosso states that “the organisation must develop a program to understand what the gift source needs, 
what its preferences and perceptions are, and what it requires in the manner of a value exchange”.  
He insists that the organisation should be well managed, and “have sufficient information about the 
prospect’s interests, ability and willingness to give” as well as “philanthropic interests and the needs of 
the prospective contributor.  He further explains the need for “continued analysis and planning before 
executing programs and exercising management control over its programs”.  ‘Relational segmentation’ 
in this paper, will involve the analysis of past donations, indicating the donor’s willingness to give. 
 
Seymour, Rosso and Mixer refer to general principles of fundraising techniques.  Our information 
systems now allow organisations to compile much more detailed information on prospects and donors, 
allowing for in depth analysis and strategic marketing to groups or segments.  We are able to define or 
specify the relationship, which the donor has with the organisation through an analysis of various 
types information.  In past times this information, be it demographic, geographic and or psychographic 
would have been kept on card systems.  In addition, statistical information on the giving patterns of 
donors would have been kept and analysed.  All this information results in the use of relational 
segmentation more successfully used these days because of the use of computer aided analysis.  
Whilst Nichols discusses more marketing theory in relation to fundraising techniques, there is no 
Australian explanation and list of evidence for this practice, as sure as Nichols is of segmentation and 
successful fundraising through target marketing. 
 
This research demands an inquiry of the Australian scene, finding evidence and examples of 
fundraising success which has been applied from market theory and stems from the grouping of 
subsectors (Rosso) and now referred to market segmentation and target marketing. 
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Summary of Survey Results 
 
Thirty nine surveys were sent out through email on 19 February 2001 giving respondents two weeks to 
complete the survey.  Reminders were sent 1 March and 8 March.  Twenty two were returned 
completed (54%) mainly through fax.  Many were interested in a copy of the final paper.  There were 
nine No responses and eight respondents were unable to complete because of holidays or lack of 
time. 
 
NSW 3  (14%) 
VIC 2  ( 9%) 
SA 2  ( 9%) 
NZ 1  ( 5%) 
QLD 14 (64%) 
 
The following section of this research report includes each question of the survey and a summary of 
the responses. 
 
 
Question 1 
Nominate three main principles or guiding theories that you use to guide your fundraising. 
 
A variety of answers conveyed the many aspects that direct and guide successful fundraising.  
However, three main themes arose involving the relationship with the donor, effective and simple 
communication and portraying the organisation correctly. 
 
Two other factors also emerged which involved strategic direction, which would result in long term 
benefits and compliance with ethical and legal issues.  
 
Sixty six percent of answers referred to the donor relationship: 
 
• meeting donor needs and forming meaningful stronger relationships with honesty, integrity, 
matching donor needs with that of the organisation, with well trained staff and volunteers giving 
everyone possible an opportunity to contribute and a feeling of belonging, creating a culture of 
philanthropy 
• meaningful communication acceptable to the donor through various means as appropriate to the 
individual and capability of the organisation, with a simple and correct message which is well 
understood 
• portraying the mission and  unique image of the organisation and its core services to indicate a 
need, using open financial disclosure and raising the profile of the organisation. 
 
 
Question 2.   
What does market segmentation and target marketing mean to you? 
 
Most answers were similar in content, outlining the need and desire to divide/sort the market place.   
Main themes were: 
 
• identification of the right ask to the right person at the right time about their area of interest 
resulting in the best return on investment – using appealing communication for successful result 
• customising the approach to various classified groups, using measurable units based on 
researched information  
• working faster, smarter and more effectively 
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Question 3. 
What relevance do you think that market segmentation and target marketing has to successful 
Fundraising? 
 
Ninety five percent of respondents acknowledged the relevance of market segmentation and target 
marketing to fundraising and as a means to successful fundraising. 
 
• It was vital to understand your database, and have skill and ability to identify target groups. 
• There is a continued need to work smarter and more cost effectively and this maximises the 
potential of fundraising efforts, therefore being a planning and evaluation tool 
• There is resulting success because these methods allow more effective communication where the 
message is more relevant to the recipient and also giving opportunity for the ‘personal touch’  
 
 
Question 4. 
Have you used segmentation and target marketing in any of your fundraising programs? 
 
As 95% of respondents said that they had used segmentation and target marketing, a more successful 
return on investment was the overwhelming reason.  Other benefits were also noted including: 
 
• better opportunity for involvement and maximising support of donors 
• best personalised communication which is relevant to the recipient 
 
If Yes, what type of segmentation did you use? 
 
Various means of segmentation were identified, not just the three identified in the literature.  Most 
respondents (91%), however demographical (86%) and psychographical (73%) segmentation were 
also used by a proportion of respondents used geographical segmentation.  Another main type of 
segmentation has been identified here entitled ‘Relational’ (27%).  Other types nominated were 
‘Relationship to organisation’ and  ‘Communication preferences’.  This identification of segmentation 
should be of interest to all fundraisers, showing that there are a variety of means of effectively dividing 
up the database for best results. 
 
Some respondents did not recognise the terms of geographic, demographic and psychographic, 
claiming that they segmented under other specifics eg ‘by medical speciality, occupation’ or ‘Level of 
affluence/socioeconomic standing/ability to pay’, which are in fact categorised in the three defined 
terms in the survey. 
 
‘Relational’ segmentation includes such responses as ‘recency and frequency of giving, previous 
support’, ’size of previous donations and giving patterns’, ‘giving patterns and interests’, ‘donor history 
and giving patterns’.  This fourth category is commonly recognised in fundraising and is based on data 
which can be measured, evaluated, and specifically used in the segmentation, as opposed to 
psychographical information which is often intangible and cannot be categorised qualitatively or 
quantitatively. This type of segmentation may include attitudinal and behavioural information from 
psychographics, but more importantly combines with quantifiable information that is gathered from 
database statistical history. 
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Question 5. 
With which fundraising programs (if any) have you used segmentation? 
 
Ninety one percent of respondents have used segmentation with Direct Mail but the other fundraising 
programs of Special Events (77%), Bequests (77%) and Capital Appeals (55%) were also widely 
used.  A variety of other opportunities to use segmentation were also identified.  Many responded that 
they had used all of the suggested vehicles. 
 
 
Question 6. 
How does segmentation affect your fundraising activity? 
 
In considering how and why fundraisers use segmentation that affects their fundraising activity most 
respondents said that ‘frequency of contact’ was the most affected area (82%).  Other means were 
also affected as in ‘communication tactics’ (77%), ‘the type of project requesting support’ (68%), ‘size 
of donation’ (64%) and ‘type of relationship’ (64%).  Also important were other issues of ‘who 
communicates’ and the ‘appeal timing’. 
 
 
Question 7. 
Have you evidence to prove that segmenting your market, and targeting has resulted in more 
fundraising success than not using segmentation? 
 
This is really where the information becomes more useful to the fundraiser.  Even though a large 
proportion of respondents said that they had used segmentation and target marketing, only 77% said 
that they had evidence to prove fundraising success from these methods.  Measurability had been 
cited in previous answers as being important, but not all respondents have hard evidence confirming 
their convictions.  Most identified that experience had taught them that the method is successful but 
could not actually identify evidence.  They knew that it was necessary and vital but could not 
necessarily prove it. 
 
Further to this, only 50% agreed to share their evidence publicly.  This is understandable because 
even though 95% of respondents identified the issues and agreed that segmentation and target 
marketing was a successful means, less than (77%) had evidence, and even less (50%) were 
prepared to share it.  Confidentiality of organisation information would also play a part here. 
 
 
Question 8. 
Do you have a profile of your donors and best donors? 
 
Once again, even though the majority of respondents had an understanding of market segmentation 
and the need for target marketing, only (77%) said that they had a profile of their donors and best 
donors, that is, were they able to identify their prime target audience.  Many answers were indefinite 
and were not sure of what they considered to be their profiles were indeed accurate.  Obtaining the 
profile of donors was equally obtained by ‘part of computer program’ and ‘intuition, personal 
experience’ (50%).  It appears that even though computer statistics may indicate certain profiles, these 
are confirmed by the intuition and personal experience of the fundraiser – gained by personal contact, 
and perhaps gaining information about the donor which is difficult to record and analyse by 
conventional methods.  Those who had obtained a profile once again recognised the benefits of being 
to appropriately communicate with segments of the database to provide best financial returns and 
increased long-term relationships.  Benefits continue to evolve as more testing is done and results are 
better quantified. 
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Question 9. 
Over the years, have you changed in the ways that you form strategies for various groups of 
donors? 
 
Eighty six percent of respondents agreed that they have changed their ways of forming strategies for 
various groups of donors over the years. 
 
However, variables allowing this came into play, for example, available resources and culture of the 
organisation and deliberate volume decisions from the organisation.  Respondents recognised that 
improvement and success comes over time with better understanding of the database, adjustments to 
approaches and trying differing things in different ways and learning from the outcomes.  There is a 
need for vigilance, creativity, care and detailed accountability when testing and evaluating as well as 
the ability to put into practice learned results. 
 
 
Question 10. 
Do you have limitations that would prevent you from target marketing and segmenting your 
prospects/donors? 
 
Interestingly, there were almost equal responses from respondents identifying limitations and those 
not having limitations that would prevent the practice of segmentation and target marketing. 
 
Of those who responded that there were no limitations (50%) were emphatic that all resources and 
abilities were at their disposal, implying that whatever time and effort was involved was a good use of 
time.  This could also mean that 50% of respondents were more skilled in the area than the other 
respondents who were searching for answers. 
 
Of those who responded that there were limitations (50%), the most frequently identified responses 
were ‘lack of adequate staffing’ and ‘lack of funds to obtain tools’.  This means that these fundraisers 
acknowledge that more time is required to employ segmentation and target marketing and present 
staffing does not allow for time to be employed in this way – there are very many demands.  
Fundraisers also complained of lack of suitable software, or the dollars to supply it, as well as funds to 
provide market research, about their organisations and internally about their database.  Skills are 
recognised as needed and funds can often prevent those skills from being purchased. 
 
 
Question 11. 
How do you communicate with your prospects/donors? 
 
Ninety five percent of respondents communicate with their database through mail, which has always 
been a significant means of communication.  ‘Invitations to special events’ featured highly (86%) as 
did ‘telephone’ (73%) and ‘personal visits’ (68%).  It is interesting that 55% are now using email as an 
organised means of communication.  Society indications are that this means of communications is 
increasing rapidly as a preferred means of communication, which organisations and fundraisers will 
need to become familiar and skilful with.  Many respondents used all these means of communication 
in varying ways with donors. 
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Question 12. 
Do you communicate with different segments of your database in different ways? 
 
Following on the communication aspect, 86% of respondents do communicate with different segments 
of the database in different ways because of different donor preferences and appreciate of the best 
results. 
 
Of the 14% who do not, their reasons involved lack of staff and resources. 
 
 
Question 13. 
Have you asked your donors how they want to be communicated with? 
 
Only 73% of respondents had actually asked their donors how they wanted to be communicated with.  
However, many responded that their organisations were not as good at responding in the way that 
donors requested, as they would like. There was much room for improvement.  There appears to be 
continual learning and improvement on communication and organisation of fundraising techniques and 
campaigns. 
 
Of the 27% who have not asked, their reasons involved the inability to comply with donor wishes as 
being involved ie what would be the point in asking the question if the organisation was not able to 
communication in different ways. 
 
 
About Respondents 
 
There was a variety of experiences in those who responded.  Length of service did not necessarily 
indicate a better understanding of segmentation and target marketing.  However, of those who were 
willing to share their evidence, they were the more senior in the profession.  Most respondents had 
been in the profession for 6-10 years (32%) but those in the profession for 1-5 years (23%) and 16-20 
years (also 23%) were also represented. 
 
Ninety one percent of respondents had been paid fundraisers.  Whilst 59% had been a volunteer, 23% 
had been had been both volunteers and paid fundraisers.  Of the entire group, 41% had been a paid 
fundraiser, a volunteer and a consultant.  These figures show that a significant number of paid 
fundraisers have worked as consultants and volunteers and would have an understanding of the 
various roles in the profession. 
 
Only 18% of respondents had not pursued tertiary studies, and significantly, 82% had.  The most 
frequent areas of study had been in business (50%) and fundraising  (45%).  Marketing studies were 
also significant (32%) and other areas eg public relations and social services were also mentioned.  
This would indicate that respondents are keen to learn and see the significance of formal 
qualifications. 
 
Seventy seven percent of respondents had also worked in business, while 59% had worked in 
marketing, public relations or advertising.  Not insignificant is the fact that 36% had worked in 
government.  In addition to this information, respondents had worked in a wide variety of other 
professions, 27% having worked in business and marketing. 
 
All respondents were agreeable to providing more information.   
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Conclusions and Findings 
 
In the fundraising profession there is a strong recognition that constituencies need to be identified, 
grouped and segmented.  There is agreement that successful fundraising is a result of target 
marketing.  Whilst fundraising may be successful, skilful target marketing is the key.  Marketing and 
fundraising literature acknowledges the concept of segmentation and that it needs to be understood.  
 
Question 2 in the survey asked fundraisers to provide their understanding of market segmentation and 
target marketing.  Most answers were similar in content, correctly explaining the need to identify 
market segments, the use of appropriate communication with donors and the customising of 
approaches to various donor groups.  Measurable units would be used based on researched 
information which would result in working towards the attainment of fundraising goals in a faster, 
smarter and more effective manner.  Most fundraisers appear to understand the concept of 
segmentation, target marketing and its affect on successful fundraising. 
 
Market research is necessary to understanding the whole market place and the particular constituency 
of the individual organisation. There is the need for continued analysis and planning before executing 
programs.  Question 10 in the survey explored the limitations of fundraisers as to why they feel that 
they cannot use segmentation and target marketing.  
 
Fifty percent of respondents replied emphatically that there were no limitations on their ability to 
participate in segmentation and that all resources and abilities were at their disposal, implying that 
whatever time and effort was involved was a good use of time.  This could also mean that 50% of 
respondents were more skilled in the area than the other respondents who were searching for 
answers. 
 
The most frequently identified responses were ‘lack of adequate staffing’ and ‘lack of funds to obtain 
tools’.  This means that these fundraisers acknowledge that more time is required to employ 
segmentation and target marketing and present staffing does not allow for time to be employed in this 
way – there are very many demands.  Fundraisers also complained of lack of suitable software, or the 
dollars to supply it, as well as funds to provide market research, about their organisations and 
internally about their database.  Skills are recognised as needed and funds can often prevent those 
skills from being purchased. 
 
The need for the various types of market research is acknowledged but many fundraisers perceive 
that their organisations are very limited in their resources to conduct and use appropriate market 
research, whilst just as many fundraisers comment that there are no limitations.  Fundraisers who see 
no limitations see others using these limitations as an excuse.  
 
The literature confirms that markets should be identified, broken up (grouped together) and then 
targeted.   Research techniques such as ‘choice modelling’ are one way of profiling the market but 
there are others. There are various means of segmentation that can be effective eg demographics. 
Advertising can be planned and toned to the particular target market as identified. 
 
There are easily identifiable age segments in the marketplace, which are easy to use with some 
products.  There is also a need to combine various types of segmentation. 
 
Question 8 in the survey asked whether fundraisers had a profile of their donors and best donors.  
Even though the majority of respondents had an understanding of market segmentation and the need 
for target marketing, only 77% said that they had a profile of their donors and best donors.  Many 
answers were indefinite and were not sure of what they considered to be their profiles were indeed 
accurate. 
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Obtaining the profile of donors was equally obtained by ‘part of computer program’ and ‘intuition, 
personal experience’ (50%).  It appears that even though computer statistics may indicate certain 
profiles, these are confirmed by the intuition and personal experience of the fundraiser – gained by 
personal contact, and perhaps gaining information about the donor which is difficult to record and 
analyse by conventional methods. 
 
Question 4 gave fundraisers the opportunity to describe their usage of various means of 
segmentation.  As 95% of respondents said that they had used segmentation and target marketing, a 
more successful return on investment was the overwhelming reason.   
 
Various means of segmentation were identified, not just the three identified in the literature.  
Geographical segmentation was used by most respondents (91%), however demographical (86%) and 
psychographical (73%) segmentation were also used by a high proportion of respondents.  Another 
main type of segmentation has been identified, here entitled ‘Relational’ (27%).  Others were also 
nominated as ‘Relationship to organisation’ and  ‘Communication preferences’.  This identification of 
segmentation types should be of interest to all fundraisers, showing that there are a variety of means 
of effectively dividing up the database for best results. 
 
Some respondents did not recognise the terms of geographical, demographical and psychographical, 
claiming that they segmented under other specifics eg ‘by medical speciality, occupation’ or ‘Level of 
affluence/socioeconomic standing/ability to pay’, which are in fact categorised in the three defined 
terms in the survey. 
 
‘Relational’ segmentation includes such explanations as ‘recency and frequency of giving, previous 
support’, ’size of previous donations and giving patterns’, ‘giving patterns and interests’, ‘donor history 
and giving patterns’.  This fourth category is commonly recognised in fundraising and is based on data 
which can be measured, evaluated, and specifically used in the segmentation, as opposed to 
psychographical information which is often intangible and can be categorised qualitatively or 
quantitatively.  
 
Fundraisers also identified various products that they considered successful with the usage of 
segmentation.  In response to Question 5, 91% of respondents have used segmentation with Direct 
Mail but the other fundraising programs of special events (77%), Bequests (77%) and Capital appeals 
(55%) were also widely used.  A variety of other opportunities to use segmentation were also identified 
as well as the concept of combining various segmenting methods for various programs.  Many 
responded that they had used all of the suggested vehicles.  In the solicitation of Bequests, age 
segmentation is the most widely recognised and used demographic used for segmentation. 
 
Fundraisers acknowledge and use various types of segmentation, not only geographical, 
demographical and psychographical. Another category, entitled ‘Relational’ has been identified as well 
‘Relationship to organisation’ and  ‘Communication preferences’.  Fundraisers combine the information 
from these types of segmentation and use it with various fundraising products.  There is an 
understanding of matching segments with products for successful fundraising. 
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Segmentation models 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
It is important to track changes in population and other changes in society to understand the market.  
Also, there should be the preparedness to act on these changes in and the desires of donors.  
Consequently, it is necessary to act strategically and be willing to change. Basically it is necessary to 
define and refine the development strategy.  
 
Answers to Question 9 in the survey found that 86% of respondents agreed that they have changed 
their ways of forming strategies for various groups of donors, hence their development strategy over 
the years. 
 
However, variables allowing this came into play eg available resources and culture of the organisation 
and deliberate volume decisions from the organisation. 
 
Respondents recognised that improvement and success comes over time with better understanding of 
the database, adjustments to approaches and trying differing things in different ways and learning 
from the outcomes.  There is a need for vigilance, creativity, care and detailed accountability when 
testing and evaluating as well as the ability to put into practice learned results. 
 
Seventy three percent of respondents had actually asked their donors how they wanted to be 
communicated with and many responded that their organisations were not as good at responding in 
the way that donors requested, as they would like. There appears to be continual learning and 
improvement on communication and organisation of fundraising techniques and campaigns. 
 
Of the 27% who have not asked, their reasons involved the inability to comply with donor wishes as 
being involved ie what would be the point in asking the question if the organisation was not able to 
communication in different ways.  This pinpoints the inability of many organisations to change with 
trends. 
 
In Question 3, respondents acknowledged the relevance of market segmentation and target marketing 
to fundraising and as a means to successful fundraising but noted that it knowledge, skill and ability 
which play key roles in effective development strategy. 
 
Demographic 
• Age, gender, 
race 
• Education, 
occupation, 
income 
• Ethnicity or 
nationality 
• Family size, 
life cycle 
• Social class 
Psychographic 
• Personality 
attributes 
• Motives 
• Lifestyles 
• Attitudes, 
interests 
• Opinions 
• Social values 
and beliefs 
Geographic 
• Region 
• Urban, 
suburban, 
rural 
• City/State 
size 
• Market 
density 
• Climate, 
terrain 
Relational 
• Giving 
patterns 
• Donation 
history 
• Recency and 
frequency of 
giving 
• Previous 
involvement 
• Commitment 
to cause or 
organisation 
• Shared 
values 
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Fundraisers acknowledge that segmentation is vital to successful fundraising and development 
strategy but feel that their organisations’ resources cannot keep up with and respond to changes, 
which are required, according to donors’ requests and market trends.  In any case, there is limited 
published research on fundraising market trends. 
 
Knowing and understanding various segments can assist with understanding who is likely to give to an 
organisation. Also knowing and understand what donors expect from their generosity is important to 
keeping donor loyalty.  
 
Question 6 of the survey explored how fundraisers felt that segmentation could affect their fundraising 
activity and therefore improve its success.  82% of respondents said that ‘frequency of contact’ was 
the most affected area .  Other means were also affected as in ‘communication tactics’ (77%), ‘the 
type of project requesting support’ (68%), ‘size of donation’ (64%) and ‘type of relationship’ (64%).  
Also important were other issues of ‘who communicates’ and the ‘appeal timing’. 
 
Answers to Questions 11 to 13 of the survey showed the popular means of communication with 
donors.  95% of respondents communicate with their database through mail; ‘Invitations to special 
events’ featured highly (86%) as did ‘telephone’ (73%) and ‘personal visits’ (68%). 55% of 
respondents are now communicating through email.   Many respondents used all these means of 
communication in varying ways with donors in a means to understand and respond to their giving 
needs. 
 
Question 12 identified that 86% of respondents do communicate with different segments of the 
database in different ways because of different donor preferences and appreciate of the best results. 
Answers to Question 13 found that only 73% of respondents had actually asked their donors how they 
wanted to be communicated with.   
 
Fundraisers could identify the consequences of their segmentation in relation to contact with the donor 
and their reasons for such communication.  Most use mail, telephone, personal visits and increasingly 
email.  Fundraisers need to strategically use all these means of communication to understand their 
donors. There appears to be continual learning and improvement on communication and organisation 
of fundraising techniques and campaigns.  However, even though fundraisers are aware of all this 
information, often their organisations, through lack of tools and/or staff, are unable to respond 
accordingly. 
 
Fundraisers must be aware of successful fundraising principles and techniques and keep up with 
trends.   Question 1 identified that fundraisers had a variety of answers to what their three main 
principles or guiding theories were.   
 
Three main themes arose involving the relationship with the donor, effective and simple 
communication and portraying the organisation correctly.  Two other factors also emerged which 
involved strategic direction, which would result in long term benefits and compliance with ethical and 
legal issues.  
 
All fundraisers are aware of the ‘relationship’ with the donor, the need to engender donor loyalty, the 
need for strategic direction and that there are basic fundraising principles underlying these concepts.  
The techniques of employing these concepts are learned, implemented and updated.  Since 82% of 
respondents had sought tertiary study, it is considered that fundraisers appreciate the need for 
continual learning and application of fundraising principles and techniques. 
 
There is a need to learn from the principles of successful fundraising through target marketing and 
publicly giving case histories of such evidence.  However, from the literature search and from answers 
Question 7 in the survey, there is a lack of publicly available evidence. 
 Centre of Philanthropy and Nonprofit Studies  Working Paper No. CPNS1 
 
24 
 
Even though a large proportion (95%) of respondents said that they had used segmentation and target 
marketing, 77% said that they had evidence to prove fundraising success from these methods.  
Measurability had been cited in previous answers as being important, but not all respondents have 
hard evidence confirming their convictions.  Most identified that experience had taught them that the 
method is successful but could not actually identify evidence.  They knew that it was necessary and 
vital but could not necessarily prove it.  Further to this, only 50% agreed to share their evidence 
publicly.   
 
It is recommended that such evidence of fundraising success using market segmentation and target 
marketing be identified, and be publicly available. 
 
Professional fundraisers understand and relate to the principles of market segmentation and target 
marketing in relation to constituency and prospects.  Sometimes they apply these marketing 
principles, but are often limited in their ability to identify segments and restricted with resources 
needed for its application.  There is evidence (not published) of its success and fundraisers 
acknowledge that it is a better and more successful way of fundraising.  
 
This study provides evidence that market segmentation and target marketing are critical to fundraising 
success. 
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Recommendations 
 
The findings from this research should be tested using personal indepth interviews or focus groups 
consisting of fundraisers, and their comments noted. 
 
Wide dissemination on the values of donor segmentation as a marketing strategy should occur.  
Samples of evidence of successful fundraising campaigns using market segmentation and target 
marketing should be obtained and compared.  This information has been volunteered through survey 
respondents.  After this process has been completed, a workshop for fundraisers should be organised 
where evidence could be presented.  This would lead participants through segmentation techniques 
and strategies to achieve better fundraising results through a set of plans.  The research from this 
project would be presented, assisting participants in their identification of segmentation techniques 
and the development of action plans.  
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Limitations of this research 
 
In Australia there is lack of fundraising text books, particularly by Australian authors and there is a lack 
of academic research.  Research has mainly been conducted in USA and UK which is helpful but 
segmentation results of limited assistance is the Australian context.  There was also a limitation on the 
energy and time commitment needed to complete this project – as work demands are high, family 
commitments necessary and high demands of volunteer work in the fundraising profession.  The pool 
of fundraisers was also a limitation to obtaining relevant information.  There is a limited number of 
people to survey and even a more limited number of experienced fundraisers who are willing to 
publicly share information. 
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